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ABSTRACT 
Fridho Tatar Junior, 201410040311424, Communication Science, Faculty of Social and 
Political Science, University of Muhammadiyah Malang. 
Construction of Double Burden Gender Injustice in Advertising (Framing 
Analysis on ABC Soy Sauce Ads Real Husbands Want to Cook, Thank You 
Kecap ABC) 
Keywords : Ads, Gender Construction, Double Burden, Framing Analysis 
This study examines an ABC commercial for a real couple who wants to cook, 
thank you ABC soy sauce which is shown on television television media. The ABC ketchup 
advertisement is the initial series of the gender equality campaign carried out by Heinz 
ABC, as a producer. The reality in advertising is that there is a gender construction between 
men and women. The construction of gender refers to the socio-cultural reality of a society. 
Where there is an unequal gender division of labor between the two sexes. This study aims 
to see how the construction of double burden gender injustice in ABC soy sauce 
advertisements. 
This research method is qualitative, with a constructivist paradigm. This type of 
research is interpretive based on Gamson and Modigliani's framing analysis. The focus of 
this research is on ABC soy sauce advertisements for real couples who want to cook thanks 
to ABC soy sauce. Data techniques in research using documentation. 
The results showed the reality in ABC soy sauce advertisements that real husbands 
want to cook thanks to ABC soy sauce, a modern urban worker society. Both men and 
women in this advertisement work in a productive public sphere. In this advertisement, 
there is an unequal division of work between men and women. So that it causes the women 
in this advertisement to bear a double burden. Gender inequality in compiled 
advertisements, gender-based division of roles or jobs, and advertisements as part of 
capitalism that continues to socialize double burdens on women. This can be seen in the 
framing device. Depictions, Examples, Methapors, Catchphrases supported by visual 
images. 
The conclusion of this research is that the culture in advertising is a patriarchal 
culture. Which gender of men in advertising is prioritized by only playing one role in the 
productive public sphere. Meanwhile, the gender of women in advertisements has multiple 
roles, including work in the productive public sphere and the reproductive domestic sphere. 
In domestic work, women do it alone without the help of men. When the woman cook is 
helped by using ABC soy sauce cooking products. As part of capitalism ABC ketchup ads 
place jobs in the domestic sphere as inherent and static jobs for women. So that women 
women experience injustice in carrying out dual roles in the public and domestic sphere. 
The double workload undertaken by the wife (Bunda) is glorify as a force as the Super 
Mom.        
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